This study aims to identify the features of Market-Generated Content (MGC) tweets that are posted with a purpose of initiating electronic word of mouth (known as eWOM). A successful tweet is a tweet that earns active participation from the customers, e.g. getting Retweeted (RT) or Favorited (FAV). The phenomenon of eWOM effectively helps to propagate marketing agendas in both short-term marketing campaigns and long-term brand awareness. In the analysis process, logistic regression and Association rule methods were applied to mine the significant features on the MGC posts which were collected from four selected banks in Thailand during a specific period of time. For results, logistic regression indicated a set of features that causes a substantial number of RT and FAV. Additionally, the Apriori algorithm of the Association rule further specified two key features for effective RT and FAV, and it also suggested how to combine other features with those two key features to enhance the gain of RT and FAV.
Introduction
As social media becomes a norm for facilitating global connectivity in social and business concerns, people share information and express opinions through the social network which is available in various forms, e.g. Facebook, Twitter, and LinkedIn, to name a few. Many researchers [1] [2] [3] have reported about the phenomenon where businesses propagate marketing agendas to acquire competitiveness through the social network platform. This idea is supported by the marketing concept of "Word of Mouth" [4] that is assumed to work well in the virtual world in the same way as has been proved in the real world. At a later time, the concept that adapt Word of Mouth for use in the virtual world is called electronic Word of Mouth or eWOM [5] [6] [7] [8] .
How to cite this article: Natnaree Weerawatnodom, Nattapat Watanapa, and Bunthit Watanapa, (2017) In the cyberspace, the impacts on purchasing intention and brand awareness of customers from the information exchanged via social media like Twitter, one of the leading social networking platform, were studied and positively confirmed [9, 10] .
In 2009, Jansen et al. [11] specified that there appeared a brand name of a product posted in every 5 posts in Twitter. Since Twitter provides a very convenient and popular platform for encouraging eWOM, many companies have created pages on the Twitter using official account. This enables the Marketer-Generated Content (MGC) to be easily disseminated. Up to 2013, there were more than 77% of 500 firms actively participating on Twitter [12] . The interesting issue on the eWOM based on the MGC is to understand the factors that influent the success of eWOM on the social media as indicated in [13] .
Focusing on the MGC-based eWOM on Twitter, this paper studies the variables that are found on the tweets and proposes a set of specific variables that are presumable by determining power for encouraging eWOM in the context of Thai society. For the current stage of study, only the MGC tweets which are posted by four leading banks in Thailand were studied and only being retweeted (RT) and favorited (FAV) were determined as the resulting eWOM. This paper is organized in the following manner: after the introduction, the literature review about eWOM characteristics and Twitter concepts is provided. The analytic techniques and the experiment design are discussed next. Then, the results and discussion will be given with insights. Finally, the conclusion and research direction are touched.
Literature review

Twitters as a platform for eWOM
Users on Twitter can post messages called tweets with the limitation of 140 characters including text messages and links. This limitation has been modulated since 2016 because Twitter will no longer count the enriched media, e.g. photos, videos, quoted tweet, GIFs, and polls, as part of the character limitation. Other users who see the tweet can forward the tweet by retweeting or give short comments on it. Also, they can express their impression on or 'favorite' a tweet by pressing a Like button. By default, tweets can be seen in public without having to log on. These strengths of Twitter enable people to rely on it in their daily life to share their experiences and their opinions in an almost real-time fashion. On the other hand, these properties make Twitter a good platform for eWOM, especially retweeting and liking (or getting DOI 10 .18502/kss.v3i1. 1398 Page 83
IAIT Conference Proceedings favorited) which can help to spread messages and support interaction among customers. eWOM websites facilitate the exchange of information among users about a wide variety of products and services [14] . Therefore, marketers can use it as a tool to propagate news, product information, services, promotions or any messages lifting brand awareness.
Twitter also provides a set of indicators which represent events of eWOM, e.g. the number of retweets (RT) and favorites (FAV). RT which is shown on the tweet indicate the number of times the tweet has been shared. Many researchers use RT as a main indicator of eWOM [15, 16] . FAV is also shown on the tweet. It reflects the number of times that people express positive feelings or agreement on the post.
This research aims to find out which features make each MGC tweet gets different numbers of RT and FAV and analyze the results to represent effective eWOM.
Prospective features for effective MGC tweets.
MGC is a content published on the cyberspace by a person (e.g. marketer) officially representing his/her company to gain customer interaction. There have been some studies about MGC features in tweets, for examples [17, 18] . Lately, [13] 
Methods and Experimental Design
To find the important features and gain insights into their interaction in enhancing the eWOM for MGC activities on Twitter, we respectively applied logistic regression analysis [19] and the Association rule [20] [21] [22] to analyze the tweets gathered from four banks' official Twitter accounts. The first method is powerful in identifying all key features which highly correlate with the eWOM activities. In addition, the second one can pinpoint the relationship amongst them which can cause more effective eWOM.
For this study, we assume a tweet will have an effective eWOM when it can generate a satisfactory number of Retweet (RT) or Favorite (FAV): Gaining a number of RT or FAV greater than the median value of the sampled data. The justification is based on our empirical investigation indicating most of tweets had at least one or two RT or
FAV no matter what features are employed. This gives no meaning for the analytical interpretation if defining only one RT or FAV as gaining eWOM as treated in [13] .
Corresponding to the methodologies, the experiment in this study was conducted in the following three steps of procedure: (i) variables assignment, (ii) Tweets collection and variable coding, and (iii) the analysis by Logistic regression and the Association rule.
Firstly, the prospective features of eWOM tweets were identified as seen in Table   1 . Among these 21 characteristics, seventeen of them were chosen from the existing literature as specified in Section 2. Four new variables were nominated as they were presumably effective for Thai culture or are characteristics of financial tweets: financial advice (informational dimension), social news update (separated from company's event news in entertaining dimension), foreign language (contextual dimension) and celebrity figures (brand related dimension).
Secondly, 809 tweets from four commercial banks were collected from the cor- Table 1 .
Thirdly, based on the coded values obtained from the second step, used as the independent variables, Logistic regression and Association rule (Apriori algorithm) [23] analyses were computed to determine the dependent variables of effective eWOM (RT and FAV). 
Results and Discussion
Based on the data collected during the first half of 2017, as seen in 
Logistic regression
Logistic regression was employed to understand the factors that cause customers to retweet and favorite the tweets. The study is divided into two parts according to the dependent variables; retweet and favorite models.
The results for retweet model (Table 3) in attracting customers to give FAV.
In the overall picture, there are five common predictors that are significant in both models of RT and FAV: Hyperlink, Discount or promotion info., Event news, Social actions, and Celebration of important dates. This result suggests a strategic set of features for banks when they need to initiate a message for eWOM. Now, another 
Association rules
The result obtained from the Logistic analysis can provide only a group of candidate features, but no relationship among them is validated for giving effective RT or FAV.
Association rule can help to further mine the knowledge to suggest which ones should go together for effective eWOM. and effectiveness of the eWOM maybe another dimension to study.
